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Austin Energy

n City-owned electric utility
n Revenues $850 million
n Meters 380,000
n Population served 800,000
n 4% of Texas (ERCOT) load
n Nationally recognized conservation programs
n Green Power Program: GreenChoice (2001)



Marketing GreenChoice®

n Common points of emphasis
n Improve air quality
n Reduce “greenhouse” emissions
n Improve generation diversity
n Lessen dependence on fossil fuels
n Investment in renewables development
n Cost a little more



Marketing GreenChoice®

n Marketing challenges
n Premium
n How to secure significant participation
n Acceptable advertising approach



Marketing GreenChoice®

n Marketing philosophy
n Target large businesses

n Program acceptance through association
n Acceptable advertising approach
n Create competitive atmosphere
n Community recognition



Marketing GreenChoice®

n Addressing premium
n Provide hedge for customer

n Remove fuel charge
n Replace with GreenChoice charge
n GC charge stays fixed for contract term
n Current GC charge fixed through 2011

n Manage premium through investment
n Up to 5% of net income annually in supply

management



Marketing GreenChoice®

n Offset premium with energy efficiency
n Provide commercial rebates
n Provide free walk-through assessment
n Provide project management
n Provide volume discount pricing



Marketing GreenChoice®

n Recognition advertising
n Multi-faceted package
n Paid advertising for reach
n Continuing recognition



Marketing GreenChoice®

n Recognition Advertising Package
(700,000 kWh or 10%)
n Individual newspaper ad (3 papers)
n Composite newspaper ad (three per year)
n 30-day billboard
n 30-day theater presentation
n City Council recognition
n Customer newsletter composite (semiannual)
n Customer newsletter/logo
n Web site





























Marketing GreenChoice®

n Secure significant participation
n Fixed cost component
n Energy efficiency offsets
n Recognition advertising
n Dedicated salesperson
n Key Accounts team



Marketing GreenChoice®

n Secure significant participation
n Pursue news coverage

n First 100% college/university
n Largest subscription by school district
n #1 in green power sales



Marketing GreenChoice®

n Include renewables in generation plan
n Cost effective energy efficiency/DSM first

response to load growth
n 1% cost effective renewables annually

n Generation diversity
n Hedge against gas prices



Marketing GreenChoice®

n Success of GreenChoice
n Utility investment
n Fixed cost component
n Recognition advertising
n Full time salesperson
n Inclusion in generation plan
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